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Abstract This study aims to explore the effect of quality factors and customer involvement on users’ intention
to purchase in the live-commerce context. For this purpose, statistical methods such as reliability test, factor
analysis, ANOVA, regression analysis were carried out using the survey data from live-commerce users. The
quality factors of live-commerce were classified into contents, system, service, and show host characteristics, and
customer involvement was analyzed by dividing it into product involvement and service involvement. The results
showed that each quality factor of live-commerce had a significant positive effect on the intention to purchase.
On the other hand, customer product involvement had a significant moderating effect on content and system
quality, service involvement had a significant moderating effect on service and show host characteristics. The
degree of each quality factor on intention to purchase was higher as customer involvement was higher.
Theoretical and practical implications were drawn from these findings.
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Table 1. Type of live commerce in Korea

Type Platform
Born live commerce platform Grip

Ju—

Live commerce based on
communication platform.
Broadened platform on TV
home shopping

Kakao shopping live,
Naver live shopping

Hyundai home shopping
Lotte home shopping

Live commerce with general
online shopping malls

Coupang live, Timon
select, Live 11st
Onlive, SSG Live, The
hyundae live

Live commerce by the
department store industry
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Live—commerce quality and intention to purchase

E 2. Wof =AXHO

Table 2. Measurement items

E 3. SHOolE 29

Table 3. Demographics of survey respondents

Construct Operational deﬁm't ion and Sources Sample profile Number of %
measurement 1tems respondents
Quality level of contents provided by Male 275 419
Contents | live-commerce such as contents format, Gender Female 382 58.1
quality integrity, relevance, reliability, Total 657 100.0
up—to—date, usefulness etc. Under 20 3 04
The aspect of hardware and software | [459, gg to unjer ig ?é; ggg
System of live-commerce such as user 19,20, Age to under -
quality interface, stability, responsiveness, user | 24,37, 40 to under 50 134 204
friendliness, ease of use etc. 33l Over 30 114 174
Total 657 100.0
The aspect of support functions or Life 175 %56
Segitce proce;sls Cfgor users s.lghhai g:jlidi Food 142 216
quality manual, Q&A, ZIE(‘EOH » DEID desk, Product Beauty, fashion 253 385
: category Digital 138 21.0
Influencer The professionalism, re.h.ablhty, (1024, (multiple) Sports ]9 135
. . attractiveness, and recognition of the Tour 52 79
interaction . 35
influencer (show host) Others 274 417
| The o e, v |
A o o oAl B A
Involvement or knowledge 26] 3. doly AlFx 9 gl B4
TAQ ==0 olx ZABEBEA]
Service The importance, interest, usefulness, (12 goluAm e FHaRl FE& fld FAHLEA
Involvement| A1 necessity of the service in live % (principle component analysis)S A8k AL, 2134
commerce broadcasting situation
Intention to Intent Foulbe satizﬁeil Wit? or purchase a [15.19, E 4 Hole AT 2 EISA 2A
purchase particular product or to encourage 39] Table 4. Convergent validity and reliability test
others to purchase it ; - 5
. Factor |Cronbach's| Eigen % of
Construct & items . .
loading a value | variance
- conl 91
% AEI |3:-|I E‘cl 7E:I ﬂl’ Contents con2 796
quality - 340 2547 10.187
(xX1) con3 586
ZAA A cond 533
b o o eds sysl 53
ZAMA FERE oA glo]| AW AE 935l System [~ o 5
A= 67 BAE ASAE itz s Args (MW Tas [as | 8] 9 00
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; vality <2 |01 870 2601 | 10402
104744 % 302 7+ 7} glo]BAM A ZPE 9 AE ?xs) Y T3 | 71 ' : '
HEAZDS B dolHE FHst FHE el |70
B 0S|
63579 i T SHol FASHAY dF wEH 3 Show | host2 | 865
o] & FHS A3l = 57THE H= EAo| AL} host host3 912 963 4525 18.098
A}, (X4) host4 901
hostb 159
Product | pinvl 701
2. QI FEA A EA Involve | pinv2 745 250 9820 11508
o olal am o e ment pinv3 123
2 AFE f8 Al SHe 65789 IS (PI) pinv4 798
4 54 AvuE Table 3 3 2ok gue ol [ [ siwl | s
Z¥7F 41.9%, 58.1%% 3L, A= 20t0730t) 7} 59.8% 5 Involve S?mg 2;; 903 3360 | 13441
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Adj R? 5% 541 547
R? change 538 007 009
F change 189.586 9.743 3.178
F (Sig) 189.580k## | 155.601#xx | 89.042%+*

<M 2efolnAT 2z FA} Loja} )] ste)
B0 glo) AEVIEPD] 2UEHNE 0ZE) 9
a 1A ARRAS Axaidrt 2 w3 A4 A 2
Ag BEBAAe] BAS sde] 98l 2olnn

2 FAQ8 4 W5 i8] HitsAsHMean centering)

o=

o7 H
%ﬁ“—?j}ﬂ
Z, Model 1-2
Model 1-3<

.

oI5l -
EoH EhbRo] B

-1
o

k3
el 1
b

W, R2 MR folshelc
o157} eho] A w2
e drke M 28 A4

St

6 CAY FFEA 2

Table 6. Results of stepwise regresson

-

k1
N
i)
(e
% |
il
N
T“‘
E

k)
o
Rl
-
=
_>|~I_,
(e}
~
>

5 oA Ak FjeleE &

ﬂﬂﬂﬂﬂ* ZEda

Model 2
(Modrating value : Product
Variable involvement)
Model 2-1 | Model 2-2 | Model 2-3
Constant 3Rk 18 1183
X1 106w 075% 020
Independent X2 e AT 061
variable X3 A DTG - 305
X4 3l 209k 701
Moderating | ¢ 1Tds 13
variable
X1*SI 018
. X281 019
Interaction X3Sl e
X481 189
R? 538 564 584
Adj R? 53 561 578
R? change 538 026 020
F change 189586 39.179 7875
F (Sig) 180586+ | 1683864+ | 100999+

<M 3>l BAN 2 FQ} Toap oje|Eofol

SEEIRCIREES ELEIEIESEE
915 A 31

A ol wg F4m
A QArE
1=

W 7t E4

AE 7

F7he g Aot el A dERRe] BE 2-3& 4

=) )
vl_':}—\le A]}\

Az

IstAck 32 6] oA -uf

T2 3l Model 2-1& go]BA

, Model 2

23l Model 2-37 ©]&9]

s8] Folsglon], R 5

2hA] iAol Afn| 2ol

THEE

}(\)1— S A8 S

25 AMujadoxs 24

-1 0

il

o

sl w
RS B

mfe] o] glojA ZHEFIHE 3l TR PR AA

R pess

- 965 -



Moderating Effect of Customer Involvement on the relationship of Live—commerce quality and intention to purchase

5. 2423 9 AR

Qe A eoluAnse] FAacle Ane)

-

O] A= AMRE] AFETE B A2 dol g%
of met 2AH= Ao YEhth ge]lBAR ] F
A9 F NHAEAD &SAE EF4 ZUHxEZ A
2RFEA] o8 LA BEE JES T 1
gla golEAm s F4 Qe T FulxELI A~
HEAS AEHAA R g8f), Mu|=FAY AT AES
e Aujzagol el oFf xAEE AR e
TOF 27 AMAe] HoRE Eugt Vo
7t =AYy v Jdo g ik & ZelxF54dy)
TFujel®, A2~ FH Fujolmete] BAE 1HO
2 YeRd Flojth agleA BiRo] AEaH et =
OEdTE Zulx Fdo] Fujokel WA= Awrt
Y AA L, AH|aFqert = IFAFE Auls F
Aol Fufolieel] mAE= HLert o AR S & F
Atk ol AFEolut AH| 2 FoIET}E = AFgle) A

Intention
To purchase

Intention
To purchase

3.88 High

Product

involvement . Service
. involvement

1 4

Contentsquality 5 Service quality 5

J8 2. o eE M2 Foios 24

Figure 2. purchase intentions according to level of involvement
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